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are not well managed and preserved. The local people and also the government do not aware of the existence of tourism within the community.
Cirebon is the city of palaces. In the city, the ancient palaces (kratons) of the Kasepuhan, Kanoman, Kacirebonan, and Keprabonan where the royal family are still living, now also serve as museums which are open to the public, exhibiting house ornaments, paintings, calligraphy and other art treasures of the courts. Cirebon is also known for its glass painting, traditional arts and distinct batik, now a flourishing industry which may be seen in the village of Trusmi. Another specialty this city can offer you is a wide range of seafood and many other traditional foods, probably the best in West Java.
Unfortunately, the rich cultural heritage, arts, and delicious cuisine of the city do not seem to be able to attract many tourists to come. Some of the people of Cirebon do not even realize that the city actually has a potency to be a tourist destination. As the city is developing, there are certain things missing from the city and the community lives within. The people have less awareness and pride of the existence and value of Cirebonese cultural heritage. It even worsens by the reluctance of the local government to deal with this situation and to find solution towards it. Whereas, one of the missions of the city states that Cirebon as the city of culture and tourism is expected to be able to actualize the tradition values and Cirebonese culture, to be commoditized as tourism product regionally and internationally.
It seems that the mission is only rhetoric. The local government, so far has not done any serious actions to deal with the condition of tourism in Cirebon. Cirebonese Kraton retainers expect that the local government will seriously put the tourism at the first place by at least subsidizing the maintenance cost of Kratons. The history that lives within the Kratons is not merely a historical symbol. Nonetheless, it can be an asset for tourism. History can generate money, if only it is managed and preserved.
The current condition of tourism in Cirebon which is not well-developed might be caused by two main factors. The first is the less awareness of local community on the existence of tourism in their city and its benefits. The second is the lack of seriousness of the local government in promoting the city.
Cirebon needs to be investigated further in order to promote the city as a tourist destination. A destination image promotion model is proposed in this This flow of the thesis moves from the general and theoretical to the specific and empirical. This thesis contains six chapters, divided roughly into two parts, the theoretical basis of the research and the methodological basis which comprises chapter one to three and the result of the thesis which comprises chapter four to six. The first part deals with background of the study, theoretical, and methodological. Chapter two follows the introductory chapter.
It establishes the theoretical underpinning this study and examines the previous study related to the issue discussed. Previous researches have been conducted about destination image. The theoretical framework and previous researches lead direction to the writing of this thesis. Xiang and Vogelsong (2002) defined destination image promotion as a strategy to enhance a destination's competitive position through the identification and promotion of its image. They added that destination image promotion is an important strategy in place marketing and promotion. They also quoted from Kotler et al. (1993) that destination image marketing is one of the four place marketing strategies (the other three are attraction marketing, infrastructure marketing, and people marketing). They further indicated that there are three image vehicles, which are slogan, theme, and positioning; visual symbols; and tourist events. There are several studies on place marketing introducing major image promotion tools, such as traditional advertisements (Li, 1999) , promotion materials (Briggs, 1997) , public relations (Morgan & Pritchard, 1998) , attending hosting exhibitions, travel and tourism conventions (Ahmed, 1991) , and the Internet (Wu, 2000) . Xiang and Vogelsong (2002) concluded that most studies suggest that a major part of destinations' marketing efforts should be directed to the creation and management of a positive image. These studies try to identify image strengths and weaknesses of different destinations.
According to Pizam and Mansfeld (2000) : "Perception has been defined as the process by which an individual receives, selects, organizes and interprets information to create a meaningful picture of the world." Every individual is different which means that also their perceptions of their surrounding environment differ from each other.
According to Reisinger and Turner (2003) : "perceptions of tourists who had never experienced the product before (or had very limited experience of it), and whose perceptions are mostly created on a basis of the knowledge gained from promotion instead of first-hand experience, may differ from the perceptions of tourists who had experienced the product." ( Hair et.al, (1995) quoted by Ferdinand (2005) found that the appropriate sample is between 100-200 or called as Maximum Likelihood
Estimation (MLE) . If the sample is too large for example more than 400, the methodology will be "very sensitive" so that the goodness fit measurement will be difficult to get. Hair et.al suggested that the minimum measurement for minimum sample is 5 observations for every estimated parameter. Therefore, if the parameter is 20, the minimum sample is 100.
The research have variables which is described in a model, as follows: This study relies on both primary and secondary data. As suggested by Veal (2006) , although a research project is based mainly on new information, it will also be necessary to make use other existing information -such as official government statistics or financial records from leisure or tourism facility or service. The means of collecting primary data including sampling data will be main concerns in the following sub chapters.
The questionnaires will be used as primary data by collecting demographic characteristics and the visitors' perception of Cirebon as a tourist destinations. The questionnaire is addressed to the visitors of Cirebon in multiple choice questions. The questionnaire uses Likert scale to indicate the respondents' agreements or disagreement with a proposition or the importance they attach to a factor, using a standard set of responses (Veal, 2006 
DISCUSSION
Development is occurring at a high rate with Indonesian and foreign investment increasing by the mushrooming of industry built in the rural area of the town. Cirebon is an important transportation center for goods to and from Jakarta, as well as a transit town between west Java and Central Java, where trucks and buses pass by the busy major northern east-west highway.
Nevertheless, life in Cirebon retains much of its charm, with bicycle rickshaws (becaks) are still crowding its wide tree lined streets. There are a number of special artistic and cultural features of the town, including its unique glass painting and special batik cloth. Both of these are characterized by motifs reflecting the traditions of the kratons, or former palaces of the sultanate of Cirebon, which reached its golden-age in the fifteenth century.
The number of art forms in the small area of Cirebon is truly amazing. The second is glass painting, an art form using glass as a media.
According to Rafan S. Hasyim, a glass painter from Cirebon, glass painting was started to develop in the end of 19 th century until the early of 20 th century. He added that Cirebon glass painting is developing not only as aesthetical function but also as a local cultural tradition as well as an expression media for the painter. This reality which then supports the existence of Cirebon glass painting. The themes painted on Cirebon glass painting are calligraphy, wayang, batik (mega mendung motif is also used as it is in batik Trusmi) and scenery.
Next is performing art that includes masked dance, Cirebonese traditional music gamelan and ensembles, and Puppet Theater. These performing arts are religious mystical and sometimes magical. Masked dance performance, for example, it indeed has similarities with Central Java masked dance, but Cirebonese masked dance has magical function for the sake of community's safety. The Cirebonese gamelan music is usually played to accompany masked dance. The music has its own melody and songs. It has two kinds of gamelan: prawa and pelog; plus three archaic "proto gamelan" histories, wali songo and other Islamic characters. This is due to the fact that the purpose of the performance was definitely to spread Islam.
As a coastal city, Cirebon's main industry is fishery. Its products include terasi (shrimp paste), shrimp crackers and salted fish. Cirebon is known for local foods, such as: Nasi jamblang (bowls of dishes to accompany rice served on teak leaves), Nasi lengko (rice mixed with bean sprouts, fried tofu and The steps have been discussed in the previous chapter. This chapter will discuss the result and the data analysis using the Structural Equation Model. The
Estimates model is seen from the standardized solution model, the estimates is considered broken, if Variant error is negative and The standardized value is more than 1.00
In this research, the error value from each dimension from every variable has a positive value, so that the model of this research has fulfilled the criteria standard which has been determined in SEM method. The standardized value is considered has fulfilled the SEM criteria as there is none of the value is more than 1.00. In order to know the relationship between the latent variables with the indicators, the t value must be examined from the loading factors or the coefficients in the model. The t value of a loading factor or a high coefficient is the proof that the variables are measured or the factors represented the constructs. The t value of every loading factor must be higher than critical value of 1.96 with the significant level of 0.05 or 2.58 for the significant level of 0.01.
In this research, the t critical which is used is 1.96. The t value is higher than the critical value. It is assumed that the variables have significant relationship with the construct indicators. In addition, the result is used as the verification of the relationship among variables and the defined indicators.
In the model, it shows that the dimensions of perception variables are as follows, the infrastructure, the t value = 10.79, the tourism infrastructure, the t value = 8.76, the tourism activities the t value = 9.66, the culture and arts the t value = 9.68, the city environment the t value = 10.08, the safety and security From the calculation of construct reliability and variance extracted, shown that the results fulfill the standard of 0.50 for construct reliability and variance extracted (Bachruddin, et.al, 2003) .
In order to know the relationship between the latent variables with the indicators, the t value must be examined from the loading factors or the coefficients in the model. The t value of a loading factor or a high coefficient is the proof that the variables are measured or the factors represented the constructs. The t value of every loading factor must be higher than critical value of 1.96 with the significant level of 0.05 or 2.58 for the significant level of 0.01.
In this research, the t critical which is used is 1.96. The t value is higher than the critical value. It is assumed that the variables have significant relationship with the construct indicators. In addition, the result is used as the verification of the correlation among variables and the defined indicators.
The research model figure shows that there is one loading factor 
